The purpose of the paper is to determine the differences between demographic characteristics of consumers in relation to discouraging and motivating factors of consuming organic food products in Serbia. An empirical research was conducted in Serbia on a sample of 833 respondents, using e-questionnaire. T-test for independent samples was used. The results indicate that in relation to discouraging factors for consumption of organic food products there are differences in the demographic characteristics of consumers, exception is age. Also, in relation to motivation factors, differences exist in majority of consumers' demographic characteristics, except the level of education and place of residence. Practical application of the results enables adequately managed consumption of organic food products which directly affects the reduction of ecological, social, health and economic problems. On the other side, the theoretical application of the results enables the creation of a consumers' profile for organic food products.
Introduction
As a response to the deterioration of food quality and endangering of human health and the environment, the organic food was developed. Organic food is defined as http://ea.bg.ac.rs "food produced by farmers who emphasize the use of renewable resources and the conservation of soil and water to enhance environmental quality for future generations. Organic meat, poultry, eggs, and dairy products come from animals that are given no antibiotics or growth hormones. Organic food is produced without using most conventional pesticides; fertilizers made with synthetic ingredients or sewage sludge; bioengineering; or ionizing radiation." (https://www.nal.usda.gov) Europe and Northern America absorb more than 90% of the world's offer for organic food (Willer, Lernoud, 2015, 25) . These two regions are characterized by a continuous lack of required goods, considering that the production fails to reach the market demand. The biggest markets for organic food are USA, Germany and France ( Figure 1 ) (Willer, Lernoud, 2015, 63) . There are only few research done with regard to organic food consumption on the Balkan area. One of them was done by Sekovska and associates (2013) and they profiled organic food consumers and their preferences and attitudes regarding organic food. Source: Willer, Lernoud, 2015 Organic food in Serbia is consumed for less than 0.01% out of all consumed products (Huynh, Maslac, 2009, 7) . Organic food consumption per capita in Serbia in 2010 was 5,5 euros (Willer, Lernoud, 2013, 73) . In Serbia, organic food consumption is at a unenviable position and the following data confirms that -80% to 90% of organic food produced in the Republic of Serbia is exported (Dragin, 2009, 8) . However, regardless of the low power consumption, increase consumption of organic food products in the Republic of Serbia is certain (Figure 3a and 3b) . Because of all mentioned above, it is necessary to efficiently manage factors that determine the use of organic food products in the Republic of Serbia. In order to make this achievable, it is necessary to know which factors are discouraging and which ones stimulate the use of organic food in the Republic of Serbia. As factors that discourage and motivate the demand for organic food products are affected by demographic characteristics of consumers (Kranjac et al., 2017; Vehapi, Dolićanin, 2016; Đokić et al., 2014) , it is necessary to determine differences between demographic characteristics of consumers in relation to discouraging and motivating factors of consuming organic food products in Serbia, which is the aim of this paper.
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Sample
The sample consists of 833 respondents from the territory of the Republic of Serbia. The sample is considered representative considering: the size of the sample compared to the basic set, nature of research, the number of variables being researched, variability of population characteristics that is being questioned and desired level of certainty. While creating the sample, method of randomly selection was used. Analyzed demographic characteristics are: gender, age, level of education, monthly income and place of residence.
Amongst the total number of respondents, 58% were women and 42% were men. Related to the age, 32% of respondents were between the age of 18 and 30, 23% between 31 and 40 years old, 16% between 41 and 50 years old and 29% were older than 51. The majority of the respondents have college education (31%). The same percentage of respondents have completed high school and have university degree (23%). A smaller number of respondents have completed university -master degree had 15% of the respondents, followed by respondents who hold PhD (5%). Based on the monthly income, the sample was distributed to 46% of respondents with average earnings, 37% with earnings below average and 17% of respondents with earnings above average. The monthly income of the respondents was measured based on the average earnings in the Republic of Serbia published in the publication of the Statistical Office of the Republic of Serbia (2016). The respondents had the possibility to declare if they had below, above or earnings similar to the republic average. Related to the place of residence, 78% of the respondents come from urban areas, while 22% come from suburbs.
Instrument
The instrument used in the research was a questionnaire, designed for the research purposes. The questionnaire was made based on the consulted literature, previous research and author's assumptions which are reformulated into questions. The questionnaire had two parts. The first part is related to the demographic characteristics of the respondents, which are presented in the research as independent variables. The second part deals with factors that determine organic food consumption i.e. factors that discourage and motivate organic food consumption in the Republic of Serbia. The answers were measured based on the Likert scale, 1 -I strongly disagree, 2 -I mostly disagree, 3 -neutral, 4-mostly agree, 5 -I completely agree.
Procedure
The survey was conducted on the territory of the Republic of Serbia. A team of ten researchers -previously trained graduated marketing students -undertook the survey during different days of the week (usually during afternoon and in the evening), over a period of two months (June-July, 2017). During the survey period, 1000 questionnaires were distributed, and 833 usable questionnaires were returned (usable response rate =83.3%).
Data analysis and variables
Data were analysed by means of software package SPSS: 20 (SPSS, 2008). The missing data were replaced by ЕМ method, while analyses of deviated values indicate that there are none (Tabachnick, Fidell, 2007) . Independent variables in this study are the following: age, gender, level of education, monthly income and place of residence. There are also two dependent variablesdiscouraging and motivating factors of organic food products consumption.
Differences between groups were analysed by T-test for independent samples, with the following factors: age, gender, level of education, monthly income and place of residence. Dependent variables were discouraging and motivating factors. Table 1 . presents descriptive analysis of applied scales. Based on the values of multivariate skewness and kurtosis, it can be concluded that the answers of respondents on the "discouraging" and "motivating" scale do not deviate significantly as compared to normal distribution. Results obtained by descriptive statistics showed that discouraging factors of organic food consumption are: high price 43%; insufficient market supply 22%; consumer's lack of awareness of consumers 18%; absence of buying habits 8%, low confidence in the credibility of organic food 7% and others 2% (Figure 4 ). T-test for independent samples showed that differences in gender were set according to importance of discouraging factors of organic food consumption and significant differences were found in the factor of high price, t(361) )=-4.75, p<0.01 and consumer's lack of awareness about the advantages of organic food consumption, t(361)=-2.81, p<0.01 (Table 2 ). These two factors were more important to women than to men. A result like this showed that depending on gender, importance of discouraging factors of high price and consumer's lack of awareness about the advantages of organic food consumption were high. The analysis of one factor of a variant showed that there were no significant differences between the five categories of consumers' age and discouraging factors of organic food consumption. A result like this showed that the importance of discouraging factors was not present depending on consumers' age.
Results
The analysis of one factor of a variant showed that there were significant differences between the four categories of education and all the above-identified discouraging factors of organic food consumption: high price, F(3, 350)=3.90, p<0.01, insufficient market supply, F(3, 350)=4.68, p<0.01, consumer's lack of awareness about the advantages of organic food consumption F(3, 350)=4.95, p<0.01, absence of buying habits F(3, 350)=6.63, p<0.01, and low confidence in the credibility of organic food, F(3, 350)=4.41, p<0.01 (Table 3 ). The importance of all discouraging factors rose in the same direction as the level of education of the respondents. This means that level of the respondents' education determines the extent to which listed factors discourage organic food consumption. Source: authors Also, the analysis of one factor of a variant showed statistically significant differences between the three categories of monthly income of the respondents and a high price factor F (3, 359)=11.69, p<0.01 as well in regard to insufficient market supply with organic food F (3, 359)=14.31, p<0.05 (Table 4 ). The importance of a high price reduced, while importance of insufficient market supply with organic food increased with the increase of monthly income. This indicated that depending on respondent's monthly income, high price and insufficient market supply with organic food products had different level of importance as discouraging factor in consumption. Source: authors T-test for independent samples showed that differences due to the place of residence were important as a discouraging factor of organic food consumption. Significant differences were found with factor of high price of organic food consumption, t (363) = -4.45, p<0.01, and the absence of buying habits for organic food, t (363) = -2.87, http://ea.bg.ac.rs (Table 5) . Such a result showed that depending on a place of residence there was difference from factor of high price of organic food consumption as well as the absence of buying habits organic food. These factors were more important for the suburban habitants. According to the results of a descriptive statistics, consumers would buy more organic products if: prices were lower 34%; they were more informed and educated about the usefulness and importance of organic food 29%; they had more trust in certificate signifying organic food products 15%; organic food offer were increased 12%; there were health issues that could be regulated by healthy nutrition 7% and others 3% ( Figure 5 ). T-test for independent samples showed that differences between the gender of respondents and established motivating factors were revealed, and it was determined that there were significant differences among factors of a higher level of informing and education about the usefulness and importance of organic food, t(370)=-2.33, p<0.05 (Table 6 ). Thereby, degree of motivating factors of a higher degree of awareness and education about the usefulness and importance of organic food was higher for women. This showed that depending on the gender of respondents there was difference within the importance of a motivating factor of a higher degree of awareness and education about the utilities and importance of organic food products. , Year 65, No. 4, 2018, (pp. 1371-1382 ), Belgrade Source: authors
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The analysis of one factor of a variant showed that there were significant differences between the five categories of the age of respondents and a motivating factor of health issues, F (3, 335)=5.72, p<0.01, whereby degree of motivating this factor increased with the increase of the age of respondents. This result showed that depending on the age of respondents there was difference within the degree of motivating caused by this factor.
The analysis of one factor of a variant showed that there were no significant differences between the four categories of education of respondents and motivating factors of organic food consumption. Such a result showed that the importance of motivating factors did not change depending on education of respondents.
Likewise, the analysis of one factor of a variant showed that there were significant differences between the three categories of monthly income in assessment of motivating factors: higher informing and education about the usefulness and importance of organic food, F (4, 367) =5.86, p<0.01, biggest trust in certificate signifying organic food products F (4, 367) =11.48, p<0.01, and price reduction, F (4, 367) =3.22, p<0.05. Degree of motivating factors, higher informing and education about the usefulness and importance of organic food as well as trust in certificate signifying organic food products increased with the increase of monthly income, while the importance of factor of lowering price decreased. Such a result showed that degree to which respondents were motivating by three stated factors differs depending on monthly income of respondents. Source: authors According to the results gained from T-test for independent samples, differences between the place of residence of respondents and determined motivating factors were set, implying that there were no significant differences in factors that stimulate organic food consumption and place of residence.
Discussions
Results obtained by descriptive statistics showed that the most discouraging factor for organic food consumption is high price, then insufficient market supply and the consumer's lack of awareness, while the most motivating factor is lower prices, than greater information and education about the usefulness and importance of organic food consumption and increase trust in certificate signifying organic food products. The results were confirmed by the previous research (Żakowska, 2009 
Conclusion
The results indicate that in relation to discouraging factors of organic food products consumption, there are differences in the demographic characteristic of consumers: gender, level of education, monthly income, place of residence, whereas there is no difference between age. Also, the results indicate that in relation to motivating factors of organic products consumption there are differences in the demographic characteristic of consumers: gender, age, monthly income, whereas there is no difference between level of education and place of residence.
Practical application of the results
The obtained data can be used to various market subjects (producers, traders, state institutions, international institutions, non-governmental organizations, etc.) in order to more effectively plan, implement and monitor marketing strategies and activities, all with the aim of increasing the consumption of organic food products. Further, the practical application of the results is reflected in the increase of sustainable consumption, which directly affects the reduction of ecological, social, health and economic problems. 
Theoretical application of the results
Theoretical application of the results is reflected in the creation of a profile of consumers of organic food products which as such can be applied in other studies.
Limitations of the research
-Subjectivity in answering, since the taking about organic food products is socially responsible behavior;
-The survey was conducted through a single measurement, which also affects the relevance of the results.
Conducted research opens door for future studies:
-which will analyze other variables that influence the increase or decrease of consumption of organic food products; -which will analyze other demographic characteristics of the variable in the dossier on other motive and demotivation factors;
-comparation with other countries, e.g Sekovska and associates (2013) compared consumers from Macedonia and Serbia;
-longitudinal character of research, for example, 10 years.
